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This study was a point- in- time benchmark of online shopping behaviour of mostly 
postgraduate college students in Malaysia designed to measured progress towards the e- 
commerce goals articulated in Vision 2020. Using an online convenience of 244 student 
students ffom three tertiary institutions, the study, which was conducted fiom 81h May 201 3 
to 291h July 2013, examined demographic variables and attitudes towards privacy, 
convenience, and in- store convenience. Among others, the study found that such fmdings 
presented herein include the fact that many students in this survey used the internet for 
information seeking rather than for buying and did not enjoy shopping online as much as 
they would shopping in a standard store. This study showed that in the Malaysia context, 
demographics such as gender and place of residence were salient. Women were more 
likely to enjoy shopping in a real store accompanied by their fiiends and were far less 
likely to use credit cards for any online purchase. Respondents ffom small towns were 
more likely to want to shop in a real store than were those fiom large towns. Besides 
providing several benchmarks, the study offered suggestions for SME's public policy 
makers and financial institutions to spur development of a more vibrant Internet- based 
business- to- consumer economy. Among these are recommendations for policy maker are 
increasing broadband availability and helping SME's develop a web presence and for 
SME's these include developing socially interactive websites, developing more secure 
methods of online payment, and implementing an integrated clicks- and- bricks strategy. 
Keywords: Internet, online purchasing, demographics, security, Malaysian, obstacles, 
students 
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As its web of connections has multiplied so too has the Internet's use as a channel for 
products, goods, and services in the business-to-consumer marketplace. Innovative 
direct-to-consumer business models have begun taking market share away traditional 
marketing channels (Barros, Billante, Deley, & Nores 1998). These models helped spur 
e-commerce, which has grown enormously over the past three decades. In 1991, the 
Internet had only about 3 million users and commercial use was non-existent. Eight 
years later, in 1999, about 300 million people were using the Internet around the globe 
and about 25 percent of those 300 million were making online purchases, valued at 
about US$ 110 billion. By 2012 the world wide business-to-consumer figure had 
exploded to about US$ 1.2 trillion (WTO, 20'1 3, p. 3). 
Along with the world marketplace, Malaysian Internet commerce has grown as 
well. From about zero Malaysian users in 1992, Internet penetration reached about 62 
per cent in 201 1, touching about 17 million people in this country with a young 
population. By 2016, that figure is projected to touch 21 million. In 201 1, the 
ecommerce penetration rate was about .8 per cent and total purchases were about 
US$250 million; forecasters see that marketplace growing to a penetration rate 1.4 per 
cent and total purchases of about US550 million by 201 6. 
In order, the top items purchased online in Malaysia are airline tickets, general 
insurance, fashion and accessories, books, computer hardware, travel packages, movie 
tickets, computer software and consumer electronics. Malays pay for these online 
purchases by means of a credit card, Internet banking, offline banking at an ATM, or 
PayPal, which is mostly used for foreign shopping sites. In 2013, about 8.2 million 
credit cards were in circulation among the approximately 29.6 million Malaysians. The 
top credit card issuers in Malaysia are Maybank, Citibank, HSBC, CIMB and Hong 
Leong Bank. 
Today's top current top business-to-consumer sites that Malaysians use most 
frequently include international sites, such as Amazon, Taobao, eBay, and Alibaba; 
online marketplaces, such as Lelong.my and QoolO; specialty stores, such as 
Lazada, Zalora, and impart; travel and ticketing sites, such as AirAsia, Agoda, 
Malaysia Airlines, and booking.com; deal sites, such as Groupon.my, MyDeal, and 
Livingsocial; luxury shopping, including MySale, Reebonz, and Haute Avenue; 
and lifestyle stopping, such as White.my, DSYR, and Kwekee (e-commerce Milo, 
20 13). 
The reasons why consumers choose to purchase or not purchase online has been 
examined across the globe, both as the product of academic and business interests, 
because attracting consumers to the net has evolved to become a vital aspect of today's 
retail industry(Mangesh, 201 1). Researchers have found that online purchasing 
behavior is related to demographic variables, such as gender, age, and income; 
normative factors, such as shopping behavior; and attitudes related to a sense of 
security and privacy and perceived ease ofwebsite use (Teo, 2006). 
1.1 Problem Statement 
In Malaysia, compatibility, usehlness, ease of use and security have been found to be 
important predictors of attitudes toward online shopping (Yulihasri, Islam, & Daud, 
201 1; Chung & Chang, 2005). Studies also have suggested that ease of use of the 
technological interfaces and tools on online shopping sites helped predict the shopper's 
attitude toward online shopping. In other words, the easier and better the tools, the 
more likely a consumer was to have a better attitude toward online shopping. 
Measuring the progress of developing online shopping is one way to measure 
the progress of Malaysia towards a knowledge-age, IT-based economy articulated in 
national IT policy. Vision 2020, which was created in 1991, listed nine societal goals 
to pursue on the way to this economy; these were unified, psychologically liberated, 
democratic, moral and ethical, tolerant, scientific and progressive, caring, economically 
just and prosperous. The sixth of the nine goals was "the challenge of establishing a 
scientific and progressive society, a society that is innovative and forward-looking, and 
one that is not only a consumer of technology but also a contributor to the scientific 
and technological civilization ofthe future" (Vision 2020,2008). 
1.2 Objective of the study 
The purpose of this research was to provide a benchmark of Vision 2020, using 
established metrics to measure consumer adoption of technology that are related to 
online purchasing behavior in Malaysia. As such the study looked a demographic 
variables and attitudes towards privacy, convenience, and in-store convenience, all of 
which have previously found to be related to online purchasing behavior. 
CHAPTER TWO 
LITERATURE REVIEW 
2.0 Literature Review 
Many studies have looked at the relationships between online purchase behavior and 
demographic variables. Nareri and Eliott (201 1) found that occupation, gender, 
income, age and education appear to be the most important determinants of online 
shopping in their study of Australia purchasing behavior. Brown, Pope, and Voges 
(2001) found that gender influenced online purchasing behavior in an online survey of 
respondents in the United States. In the United Kingdom, Dennis, Morgan, Wright, and 
Jayawardhena (2010) found that young women preferred social e-shopping sites. 
Hynes and Ping (2009), in looking at Hong Kong, found that age and gender were 
significant indicators of attitudes towards the Internet and intention to purchase and 
that education and income were partially associated with online shopping participation. 
That was online shoppers had higher education and income levels. Bagdoniene 
and Zemblyte (2009), in their review of their literature, noted that among the most 
frequently studied factors from demographics were age (Teo, 2001 ; Joines et al. 2003; 
Sorce et al., 2005; Dholakia & Uusitalo, 2002) and gender (Teo, 2001;Brown et al., 
2003; Dholakia & Uusitalo, 2002). Some researchers examined education (Teo, 2001), 
household income and family composition (Dholakia &Uusitalo, 2002) as 
demographic factors effecting shopping online (Perea, Dellaert, & de Ruyter, 2004). 
Consumer traits that area of interest in understanding why consumers shop on the 
Internet include demographic factors and personality characteristics. Four relevant 
demographic factors - age, gender, education, and income - (Burke, 2002) have been 
found to have a significant moderating effect on the relationship between the 
determinants "ease of use," c'usehlness," and "enjoyment" and consumers' attitude 
toward online shopping. The influence of age is noticeable through the fact that 
compared to older consumers, younger adults, especially those under age 25, are more 
interested in using new technologies, like the Internet, to find out about new products, 
search for product information, and compare and evaluate alternatives (Wood, 2002). 
Next to the higher interest in using new technologies, consumers younger than 
age 25 are the group most interested in having h n  while shopping. They respond more 
favourably than older shoppers to features that make online shopping entertaining. 
When it comes to gender, men express a greater interest in using various types of 
technology in the shopping process (Burke, 2002; Li et al., 1999). Education also has 
played a moderating role in the relationship between the three basic determinants and 
consumers' attitude toward on1 ine shopping. Higher educated consumers are more 
comfortable using non-store channels, like the Internet to shop (Burke, 2002). 
A reason for this is that education is often positively correlated with an 
individual's level of Internet literacy (Li et al., 1999). A final demographic factor of 
interest is income. Consumers with higher household incomes (above $75,000 
annually) intend to shop more online compared to lower income consumers. A reason 
for this is that higher household incomes are often positively correlated with possession 
of computers, Internet access and higher education levels of consumers (Lohse et al., 
2000). 
In the United States, women were found to place significantly more importance 
on assurance, a dimension connected with privacy and security, than did men 
(Sebastianelli, Tamimi, & Rajan, 2008).0ther studies of American online shopping 
behavior have looked at consumer segments, suggesting that there are distinct groups 
based upon a sense "adventure" and on shopping gratification needs. Cluster groups 
showed significant differences in age and gender, among other characteristics (Lee, 
Kim, & Lee, 2013). In the United States, consumer trust in an online retailer (e-tailer) 
has been shown to be a significant predictor of perceived Internet confidence with 
respect to a shopping site (Hahn & Kim, 2009). 
In the United States, Bernard and Makienko's (201 1 )  study showed that 
information privacy might play a dual role in shaping customers' perceptions of an e- 
tailer's trustworthiness: "indirectly by informing customers about the intended uses for 
their personal information and thus reducing their privacy concerns and directly by 
serving as a signal of the e-tailer's integrity and general concern for customers' well- 
being"(~. 97).In today's electronic environment, in which hacking is all too common, a 
third role might be added, that of ensuring against data breaches. 
Besides attitudes related to security, privacy and a retailer's trustworthiness, habitual 
shopping behavior also impacted online purchasing habits. For example, in Finland, 
online shoppers' normative habitual behavior significantly impacted shopping behavior 
(Pahnila & Warsta, 2010). In Greece, perceived security affected attitudes towards 
online shopping (Keisidou, Sarigiannidis, & Maditinos, 201 1). In Australia, for 
example, age, gender, income, education and occupation were found to be good 
predictors of online shopping behavior (Naseri & Elliott, 201 1; Brown, Pope, & 
Voges, 2003).In New Zealand, study results implied that securitylprivacy issues were 
important to most online buyers (Shergill & Chen, 2005). 
Studies also have been conducted across the Arabian Peninsula. In Saudi 
Arabia, perceived usefulness, enjoyment, and social pressure have been found to be 
determinants of online shopping. The findings for women were thought provoking 
because of the special role that e-shopping could play in Muslim countries, including 
Saudi Arabia, in which cultural and legal restrictions exist on women's activities, such 
as driving and shopping without being accompanied by a male member of the 
household (Al-Maghrabi & Denis, 201 1). 
Mitigation with respect to perceived risk, privacy, and security have been 
related to online purchase behavior in the United Arab Emirates as have the special 
role that cultural restrictions also play. The results rendering assurance to the online 
buyers by mitigating the associated perceived risks has been seen as a key factor for 
increasing online shopping (Khan & Rizvi, 2012). In Turkey, Ozgiiven's (201 1) study 
supported the existence of a relationship between the perceived security of a 
company's website and customer trust and loyalty towards a company's online 
services. In India, attitudes towards online shopping were affected by ease of use, 
usefulness and enjoyment, as well as exogenous factors like saving time and 
comparative shopping (Mangesh, 201 1). Results showed that young adults of India 
were mostly online surfers, not online shoppers, because they lacked knowledge and 
experience of online shopping. They did not trust online shopping (Gupta, Handa, & 
Gupta, 2008). Research also has shown that more experienced online shoppers had 
lower privacy concerns than less experienced online shoppers (Bernard & Makienko, 
201 1). 
In Hong Kong both age and gender were found to be significant indicators of 
attitudes towards the intention to purchase online (Hynes & Suewin, 2009). Fulfilling 
needs related to normative cultural behavior seems related to the decision of whether to 
purchase online across the globe. In Taiwan, Chang, Cheng, and Fang (2009) showed 
that trust was a significant positive predictor for customers' repurchases intentions 
(Chang, Cheng & Fang, 2009). In Korea, an online survey indicated that security 
perceptions affected information satisfaction and perceived relational benefits, which, 
in turn, were related significantly to a consumer's actual purchase behavior (Park & 
Kim, 2003). 
Mainland Chinese consumers have shown a need to examine merchandise 
physically (Teo, Wang, &Leon, 2004). In China, online shopping security was a key 
concern of young consumers (Su & Huang, 201 1). In China, uncertainty about online 
shopping was a factor. In order to effectively reduce the seller's behavior uncertainty 
and eliminate information asymmetry, establishing more comprehensive protection 
mechanisms were found to be critical (Zhang & Liu, 201 1). Taiwanese people were 
enthusiastic about online shopping and three personality traits - openness to 
experience, agreeableness and conscientiousness -were seen leading to a passion for 
online shopping activities by the Taiwan's citizens (Wang & Yang, 2008). 
In Singapore, trust was among the positive predictors of customers' repurchase 
intentions toward online shopping (Yu-Hui, 201 1). In Singapore, consumers with a 
higher degree of risk aversion than other potential shoppers tend to perceive buying 
online as a risky activity (Tan, 1999). 
In Malaysia, improved trust and reliability have been found to increase the 
intention of customers to purchase online because a perceived lack of security 
signiticantly reduces the consumer's willingness to shop on the Internet (Shu-Fong, 
Yin, Ming, & Ndubisi, 2007). Salehi, Saeidinia, Manafi, Almasi, Shakoori, and Aghaei 
(201 1) found that security contributed the most toward online shopping and that online 
consumers desired enhanced security. 
Product type sometimes reflected consumer attitudes toward online shopping. 
In Greece, for example, people have been experimenting with online purchases (Favier 
& Bouquet, 2009). The Nielsen Global Consumer Report (2010) said that 23 per cent 
of the Greek online shoppers did not intend to make any purchases in the following six 
months. The same report found that Greek online shoppers preferred electronic 
equipment and computer hardware, which fall under the high cost, rarely purchased, 
tangible goods, which can justify the unwillingness of online shoppers to purchase 
online short-term (Nielsen Global Consumer Report, 2010; Keisidou, Sarigiannidis & 
Maditinos, 201 1). In the United States, students generally had positive attitudes toward 
shopping online for apparel products. ANOVA results showed that the students who 
intended to shop online for clothing had more positive attitudes than those who did not 
have the intention. GLM results showed that Internet usage, employment status, and 
car access significantly influenced students' attitudes toward online shopping for 




The survey, which was written in English, used a convenience; snowball sample 
conducted online ffom respondent's solicited from three tertiary educational Malaysian 
institutions: Universiti Teknologi Mara; Kedah, Universiti Utara Malaysia, Sintok, 
Malaysia, and the IPG Campus in Pulau Pinang, during the time period from 8 May 
201 3 to 29 July 201 3. Potential respondents were asked to participate in this online 
survey by instructors, were directed to the URL of the commercial site hosting the 
survey, and were advised that confidentiality was assured. Of the total of 256 
instruments received, 12 were dropped because of incomplete data, leaving a total of 
valid, completed 244 instruments for analysis. 
3.1 Survey design 
Questions were drawn from well-tested previous research conducted in countries 
dispersed around the world. Some questions were drawn verbatim from Demangeot 
and Broderick (2010), Gupta, Handa, and Gupta (2008), Hynes and Suewin (2009), 
Keisidou, Sarigiannidis, and Maditinos (201 l ) ,  Lim and Ting (2012), Momtaz, Islam, 
and Arfin (201 I) ,  Naseri and Elliott (201 l), Pahnila and Warsta, (2010), Teo (2006), 
and Shrivastava and Bhimalingam (2008). Many demographic questions were drawn 
from Naseri and Elliott (201 1) and Pahnila and Warsta, 2008. Finally, Teo's (2006) 
article about adopters and non-adopters of online shopping in Singapore provided 
critical guidance, many relevant questions for use in this current survey, and cultural 
direction. (See Table 3.1 below for a more complete look at such questions.) Before the 
survey was used, experts at four universities in Malaysia reviewed questions for 
pertinence, for addition or subtraction of questions, and language and instructional 
problems. A pilot test was conducted among students at Universiti Utara Malaysia. 
Table 3.1 
Commonly used factors that have been found to impact online shopping 
Factor Variables References 





Dholakia and Usitalo, 2002; Perea y 
Monsuwe, Dallaert and de Ruyter, 2004; 
San Martin Gutierrez, Camareao 
Izquierdo and San Jose Cabezudo, 20 10; 
Hermandez, Jimenez and Martin, 201 1. 
Senecal, 2000; Ratchford, Talukdar and 
Lee, 201 1; Han, Ocker and Fjermestad, 
2001; Li and Zhang, 2002; Gupta, Su, and 
Walter, 2004; Pedersen and Nysveen, 
2005; Matthews and Healy, 2007; Lee, 
Kim and Fiore, 20 10; San Martin 
Gutierrez, Camarero Izquierdo and San 
Jose Cabezudo, 2010; Kim and Forsythe, 
201 0; Kiang et al. 201 0. 
Childers et al., 2001; Eastin, 2002; 
Hernandez, Jimenez, and Martin, 2009; 
San Martin et al., 2009; Hernandez, 
Jimenez, and Martin, 2010. 
Trust Kin and Stoel, 2004; Gefen et al., 2003; 
Hassanein and Head, 2007; Kimery and 
McCard, 2002; Park and Jun, 2003; 
Monsuwe et al., 2004. 
Convenience Seymanski and Hise, 2000; Kim and Lim, 
2001; Heiner et al., 2004. 
Usefulness Davis, 1989; Ennque et al, 2008. 
Repurchase intention Bhattacherjee, 2001 ; Devaraj et al. 2002. 
Frequency of use Spreng et al, 1996; Bhattacherjee, 2001. 
Ease of use Davies, 1989; Davis et al., 1989; Taylor 
and Todd, 1995, Yu et al., 2005. 
Current online Hubona and Kennick, 1996; Klopping 
behavior and McKinney, 2004. 
Future online Taylor and Todd, 1995; Moon and Kim, 
behavior 2001. 
Risk Park and Jun, 2003. 
Website design Security Swarminathan, Lepkowska-White and 
Rao, 1999; Laio and C heung, 2001 ; 
Belanber, Hiller, and Smith, 2002; Li and 
Zhang, 2002; Ranganathan and Grandon, 
2002; Park and Kim, 2003; Kelly and 
Erickson, 2004; Mummalaneni, 2005; 
Flavian and Guinaliu; 2006; Chang and 
Chen, 2009; Ha and Stoel, 2009; Roca, 
Garcia and de la Vega, 2009; Zorotheos 
and Kafeza, 2009; Pan, Chaipoopirutana 
and Combs, 201 0; Kukar-Kinney and 
Close, 2010; Allred et a]., 2006. 
Swaminanthan, Lepowska, and Rao, 
1999; Belanber, Hiller and Smith, 2002; 
Ranganthan and Grandon, 2002; 
Galanzhi-Janaqi and Fui-Hoon Nan, 
2004; Flavian and Guinaliu, 2006; 
Dolnicar and Jordaan, 2006; Chang and 
Chen, 2009; Ha and Stoel, 2009; Roca, 
Garcia and de la Vega, 2009; Zorotheos 
and Kafeza, 2009; Kukar-Kinney and 
Privacy 
Close, 2010; Lee, Eze and ~dubis i ,  201 1. 
Note: Sources for the above table were drawn and reconstructed from tabulated results 
presented in Teo, 2006; Hernhndez, JimCnez,& Martin, 201 1; Wen, Prybutok, & Xu, 201 1; Lee 
& Lin, 2005; Hynes &Suewin, 2009; Keisidou, Sarigiannidis, &Maditinos, 201 1; and Liu, He, 
Gao, & Xie, 2008. 
3.2 Pilot Test 
Table 3.2 presents the result ofpilot test. 
Table 3.2 
Total variance explained 
Component 1: Convenience, Cronbach 's alpha 0.901 
Questions Factor Loading 
Purchasing products online is a good idea. 0.771 
I feel comfortable using online shopping sites. 0.765 
I have had good experiences shopping online 0.764 
Shopping online convenient is convenient 
Shopping online is enjoyable. 
I probably will purchase products online in the future. 
It is easy shopping online 
Shopping online helps me make a decision on my own. 
I like to look for information about products online. 
I have fun looking around at online shopping sites. 
I can see myself purchasing online in the future. 
Purchasing products online is a good idea. 
Shopping online saves time. 
I do not need to ask permission from others to shop online. 
Component 2: Privacy, Cronbach 's alpha 0.790 
My privacy is important to me. 
I like what I purchase online to be private. 
I don't want my personal details to be shared 
Component 3: In-store a-perience, Crobach 's alpha 0.768 
I like talking to a sales person at a store. 0.677 
I would rather go to a real store to shop. 0.633 
I don't think online stores can be depended upon. 0.575 
I like to try on clothes at a store. 0.575 
1 want to try something before I buy it. 0.565 
I enjoy going to stores. 0.517 
I like to shop with my friends. 0.51 1 
Note: Varimax rotation 
While Cronbach's alpha is helpful in evaluating factors developed from 
questionnaires, different studies report different "acceptable" alpha values. Whatever 
the cause, high and low values present analytical dangers that must be considered. For 
example, a low alpha value could be due to a limited number of questions, poor 
interrelatedness between items or heterogeneous constructs. A low alpha due to poor 
correlations between items suggests that some should be either revised or discarded. If 
alpha is too high, some items may be redundant because they test the same question but 
in a different guise (Tavakol & Dennick, 201 1, p. 54). 
George and Mallory (2003) provide a helphl, basic guideline that can be 
utilized to interpret Cronbach's alpha. By applying these, the logic Occam's razor can 
be used in analysis of survey questions to eliminating those that are less usehl in 
accounting for variation. In this instance, 10 of the 28 Likert-like questions could be 
eliminated, thus making the procedure more efficient (See Table 3.3). 
Table 3.3 
George and Mallory 's alpha range scales 
Rating Cronbach alpha range 
>O .90 Excellent 
0.80 - 0.89 Good 
0.70 - 0.79 Acceptable 
0.60 - 0.69 Questionable 
0.50 - 0.59 Poor 
<O .50 Unacceptable 
Source: George and Mallory, 2003. 
3 3  Conclusion 
The survey was divided into four sections. In order they were: 1) Internet access and 
purchasing tools, 2) information gathering and purchase behavior, 3) 28 Likert-like 
questions about convenience, privacy concerns, and shopping behavior and experience, 
and 4) demographic questions. Answers to the Likert-like questions could range only 
from Strongly Agree =I,  Agree =2, Disagree =3, and Strongly Disagree = 4 (refer 
appendix 2). 
Forced choice responses are common when a researcher wants to increase the number 
of informative responses for analysis. Forced choice questions are particularly useful in 
a setting that includes sample groups, such as students, that often do not want to 
present their opinions. Forced choice requires respondents to have an opinion. Thus, 
there was no option to reflect a non response answer, such as no opinion, not sure, 
doesn't know, or not applicable (Lavrakas, n.d.). 
CHAPTER FOUR 
FINDINGS AND DISCUSSION 
4.0 Introduction 
This chapter will discuss the findings and discussion ofthe study. 
4.1 Demographic Profile 
Of the sample, 74.6 per cent were female and 25.4 per cent were male. The mean age 
of all respondents was 22.8, the median was 22.0, and the mode was 22.0. The 
minimum age was 20 and the maximum was 38. The standard deviation was 2.3, and 
the range was 18. The vast majority, 97.5 per cent were single, 2.0 per cent were 
married, and about .4 per cent was separated. As this sample was drawn from 
university students, all respondents had finished secondary school; most had been (or 
were) engaged in some type of post-graduate studies (see Table 4.1). 
Table 4.1 
Level of school completed (N=244) 
Level of school completed Per cent 
Some university/college 50.4 
Graduated from university/college 31.6 
Some post graduate studies 
Finished secondary school 
Completed postgraduate studies 0.4 
Total 1 00.0 
Respondents included those from Universiti Teknologi Mara, Kedah, Universiti Utara 
Malaysia, Sintok, Kedah, and the IPG Campus, Pulau Pinang. Of the sample, 
respondents from University Teknologi Mara, Merbok, Kedah constituted the majority 
(see Table 4.2 below). 
Table 4.2 
Schools that respondents attended (N=244) 
School Per cent 
Universiti Teknologi Mara, Merbok, Kedah 57.0 
UUM, Sintok 
IPG Campus Pulau Pinann - 
Total 100.0 
Students were asked about their access to the Internet and Internet tools such as WIFI. 
Almost all students owned a computer, and almost all students had access to the 
Internet at their residence. Chi-square for "Do you have access to Internet at home" 
and "Do you have WIFI Internet access7' at p = 0.007 suggested that most students had 
WIFI in the place at their current residence (See Table 4.3). 
Table 4.3 
Intemet and its tools (N=244) 
Tools Per cent answering: Yes 
Do you own a computer? 
Do you have access to the Intemet at home? 
Do vou have WIFI Internet access? 
In addition to a computer and the Internet, most students had access to many of the 
financial tools necessary to purchase goods and services online. Almost all students 
had a bank account and an ATMIdebit card. However, less than half had ever paid a 
bill online. Additionally, only a small minority had a credit card andlor had used 
PayPal. Chi-square suggested that students were more likely to pay a bill online using 
their ATMJdebit card, although those who had credit cards used those credit cards 
more frequently to pay a bill online than they used their ATMIdebit card. These 
findings correspond to those in Table 4.4 below, which show how many purchases a 
respondent had made in the last six months. That is, those who have not paid a bill 
online were not likely to have made a purchase on line as well, chi-square, p. = 0.00. 
Those who used PayPal were much more likely to have paid a bill online than 
those who did not use PayPal. Men were more likely to have a credit card than women 
(Chi-square, p = 0.024) and more likely to have used PayPal to pay a bill online (Chi- 
square, p = 0.074. Chinese were more likely than Malays to have a credit card, p = 
0.074. The association between credit card use and PayPal use was significant Chi- 
square, p = 0.001 (See Table 4.4). 
. '  
Table 4.4 
Financial tools (N=244) 
Financial Tools Percent answering: Yes 
Do you have a bank account? 98.4 
Do you have an ATMJdebit card? 95.9 
Have you ever paid a bill online? 41.8 
Do you have a credit card? 12.7 
Have you ever used PayPal? 11.5 
The major items most often purchased online. In order, were clothes, travel tickets, 
and clothing accessories, (see Table 4.5 below). Men were more likely to purchase 
books online than women (Chi-square, p = 0.02), as well as to engage in online gaming 
(Chi-square, p = 0.02); women were more likely to purchase clothing (Chi-square, p. = 
0.027) and clothing accessories (Chi-square, p = 0.044) online than men. Those who 
engaged in online gaming were more likely to use a credit card (Chi-square, p = 
Table 4.5 
What have your purchased online? (N=244) 
purchase Per cent: Purchasing Online 
Clothes 50.8 
Travel tickets 31.6 
Clothing accessories 25.8 
Nothing 23.0 
Shoes 23 .O 
Books 16.4 
Music 15.6 
Online games 14.8 
The top ten miscellaneous items purchased online, that is those listed as "others, please 
specif)," asked as the last option in the question, "What, if any products have you 
purchased from the Internet? (You may select more than one product. Please checkhick 
all that you purchased. If you have purchased none, please checkhick none)" included 
women's accessories, electronics, and mobile telephones and accessories (see Table 
Table 4.6 
Miscellaneous purchases on line (N-4 0) 
Purchase Per cent: Purchasing online 
Handbag 1.6 
Watch 1.6 
Car accessories 1.2 
Cosmetics 1.2 
Head phone 1.2 
Mobile telephone 1.2 
Mobile telephone accessories 1.2 
Electronics 0.8 
Computer 0.8 
Food supplements 0.8 
Tables 4.7 and 4.8 shows the frequency with which respondents in this Malaysian 
study either made purchases online in the last six months or looked for information 
about goods and services online in the last six months. Information seeking was more 
frequent than actually purchasing online. Only 9.8 per cent did not look for information 
for products/services in the last six months; the vast majority (about 75 per cent) 
looked for information a few times a month or more (see Table 4.7). Interestingly, 
information did not necessarily translate into purchase. About 47 per cent had not 
purchased anything during the last month, which is similar to the finding of Teo (2006) 
who found that 42.5 per cent of the Singaporeans surveyed had not purchased online. 
Of those participating in this current Malaysian survey that had not purchased anything 
online, about 75 per cent had looked for information for products/services on the 
Internet in the last six months (see Tables 4.7 and 4.8). Such a finding indicates that 
many Malaysian students who participated in this survey engaged in online 
information-seeking behavior. 
Table 4.7 
About how often have you looked for any information forproducts/sewices on the Internet in 
the last 6 months? (N=244) 
Frequency Per cent: 
Searching online for information 
A few times a month 31.1 
About once a month 22.5 
A few times a week 18.9 
More than once a day 10.2 
Never 9.8 
About once a day 7.4 
Table 4.8 
About how many purchases have you made online in the last 6 months? (N=244) 
Frequency Per cent: 
Purchasing online 
Zero 46.7 
One to three 40.2 
Four to six 5.7 
Seven to ten 1.6 
More than ten 5.7 
A more in-depth examination of the responses to the question, "About how many 
purchases have you made online in the last 6 months," provided perspectives on the 
reasons why approximately 47 per cent of the respondents had not purchased anything 
online during the time period. The first step in the process was to recode the answers, 
and then use k-means clustering to divide respondents into groups. 
A two-group solution produced memberships of 18 and 226. A three-group solution 
produced memberships of 1 14, 1 12, and 1 8. The group that had a membership of 1 14 
included those who had made zero purchases, the group that had a membership of 112 
included those who had made one to six purchases, and the group that included 18 
members included those who had made fi-om seven to more than ten purchases. 
Dropping the 18 members from the analysis produced nearly equal groups. Then t-tests 
were performed between the cluster with 1 14 (zero purchase) and the cluster with 112 
(one to six purchases). 
Those who shopped more were more likely to have used PayPal and to have paid a bill 
online (see Table 4.9). 
Table 4.9 
Significant dserences in online bill paying behavior between no purchase and purchase 
groups (n=226) 
Question P value 
Have you ever paid a bill online? 0.01 1 
Have you ever used PayPal? 0.035 
Note: Chi-square, purchase groups by billing-paying behavior. 
Those who purchased online spent more time online (a mean of 4.83 hours compared 
to a mean of 4.01 hours, t-test, p = 0.1 1). The purchase group was more comfortable 
shopping online, found shopping online more convenient, and was less concerned 
about online privacy (see Table 4.10). 
Table 4.1 0 
Significant dserences between no purchase andpurchase groups on 28 Likert-like questions 
Question No purchase group: Purchase group: 
(N=l 1 4) (N=l12) 
Mean Mean 
I feel comfortable using online shopping sites. 2.53 2.05 
Purchasing products online is a good idea. 2.34 2.13 
Shopping online helps me to make a decision 2.18 2.04 
on my own. 
Shopping online is convenient. 2.33 2.04 
It is easy to shop online. 2.30 2.08 
Shopping online is enjoyable 2.37 2.2 1 
Purchasing online helps me keep my privacy 2.45 2.17 
Note: All independent t-tests listed in Table 11 were p = .05 or less. Scale, Strongly Agree = 1, 
Agree = 2, Disagree = 3, Strongly Disagree = 4. 
Table 4.11 provides percentages for the 28 Likert-like questions asked of the 
respondents in the section of the survey concerning convenience, privacy concerns, and 
shopping behavior and experience. Answers could be in four categories: Strongly 
Agree, Agree, Disagree, and Strongly Disagree. There was no Neutral or No Answer 
option. Interestingly, the questions with which respondents agreed most strongly were 
those related to privacy and risk taking. The questions to which they least strongly 
agreed were related to the shopping online experience. 
Table 4.1 1 




My privacy is important to me. 53.7 
I don't want my personal online details to be shared with anyone. 
I don't like to take unnecessary risks in life. 
I want my online information to be kept private. 
I like a website with pictures. 
1 like to try on clothes at a store. 
I would rather go to a real store to shop. 
I have a friend who shops online. 
1 like a website that looks good. 
I like to learn about a product online and then shop at the store. 
I want to try something before I buy it. 
I enjoy going to stores. 
I like to look for information about products online. 
I like what 1 purchase online to be private. 
I like to shop with my friends. 
I have fun looking around at online shopping sites. 
Shopping online saves time. 
I like taking to a sales person at a store. 
Shopping online is convenient. 
Purchasing online helps me keep my privacy. 
Information at online shopping helps me make decisions 
Shopping online helps me to make a decision my own. 
It is easy to shop online. 
I do not need to ask permission (from parentslothers) for my purchase 
online. 










































































I think shopping online is a good idea. 13.1 66.4 18.0 2.5 
Shopping online is enjoyable. 12.3 52.8 32.4 2.5 
I have had good experiences shopping online. 11.9 45.9 34.4 7.8 
I am expert in using the Internet. 1 1.5 60.6 26.6 1.2 
I can see myself purchasing online in the future. 10.7 67.2 18.4 3.7 
I intend to do more shopping online in the future. 9.8 53.3 32.0 4.9 
I feel comfortable using online shopping sites. 9.4 59.8 25.8 4.9 
Purchasing products online is a good idea. 9.4 63.1 25.0 2.5 
I have excellent English reading skills. 7.4 62.3 29.5 0.8 
1 don't think that online stores can be depended upon. 6.6 46.3 42.2 4.9 
I have had bad experiences shopping online. 3.3 29.9 52.0 14.8 
To gain more perspective into subgroups, respondents were divided according to 
demographic characteristics and responses to the 28 Likert-like questions 
concerning convenience, privacy, and shopping behavior. 
Table 4.12 provides percentages for the 28 Likert-like questions asked of 
the respondents in the section of the survey concerning convenience, privacy 
concerns, and shopping behavior and experience based on gender. Answers 
could be in four categories: Strongly Agree =1, Agree= 2, Disagree = 3, and 
Strongly Disagree = 4. Chi-square was used to compare the groups. 
Statistically significant differences existed for four of the 28 questions. 
Women were more likely to want try something before they bought it. Although 
not statistically significant men were more likely to take risks, p = 0.09, and 
women were more likely to shop with fiends, p = 0.1 1 .Significant differences 
included those related to permission seeking, purchasing online in the future, 
privacy and shopping with friends. Men were less likely to seek permission 
before purchasing online and more likely to purchase online in the future. 
Women liked to try something before they purchased it, were more concerned 
about privacy, and were more adverse to risk taking (see Table 4.12). 
Table 4.12 
Behavior online by gender 28 Likert-like questions 0\1=244) 
Question Mean score 
Female Male 
1 do not need to ask permission (from parentslothers) for 2.34 *2.11 
my purchase online. 
1 can see myself purchasing online in the future. 2.1 6 *2.11 
I want to try something before I buy it. 1.87 *2.06 
My privacy is important to me. 1.43 *1.63 
I like to shop with my friends. 1.93 2.08 
I don't like to take unnecessary risks in life. 1.75 1.92 
Note: * is p = .05 or less. Scale, Strongly Agree = 1, Agree = 2, Disagree =3, Strongly 
Disagree =4. 
Table 4.13 below provides percentages for the 28 Like-like questions asked of 
the respondents in the section of the survey concerning convenience, privacy 
concerns, and shopping behavior and experience based on two ethic groups, 
ethnic Malay and Chinese. Ethnic Malays were more likely to want to speak to a 
sales person at a store and to use the Internet to make a decision than were ethnic 
Chinese (see Table 14). 
Table 4.13 




Shopping online helps me to make a decision my own. 2.39 *2.11 
I like taking to a sales person at a store. 2.58 *2.26 
I am expert in using the Internet. 2.5 1 *2.13 
Purchasing online helps me keep my privacy. 2.44 *2.23 
I have excellent English reading skills. 2.50 *2.19 
Note: To eliminate cells with small values four groups were dropped. These were: Afiican, 
Dusenese, Indian, and Melanau. Scale, Strongly Agree = 1, Agree = 2, Disagree = 3, Strongly 
Disagree = 4. * p = < .05 or less. 
Another way to examine data is to look at firmly held opinions. This is 
commonly done by subtracting Strongly Disagree from Strongly Agree (SA-SD 
= firmly held opinion). When performed on the Likert-like questions from this 
survey, the data demonstrated that the most firmly held opinions were those with 
respect to privacy and perceived risk taking. The least firmly held opinions were 
those with respect to the convenience that online shopping might provide (see 
Table 4.14). 
Table4.14 
Strongly held opinions 
Question Strongly Strongly SA- 
Agree Disagree SD 
My privacy is important to me. 53.7 0.4 53.3 
I don't want my personal online details to be 
shared with anyone. 47.5 0.0 47.5 
I don't like to take unnecessary risks in life. 35.7 0.8 34.9 
I want my online information to be kept private. 34.0 0.8 33.2 
In-store experience 
I like to try on clothes at a store. 27.5 1.2 26.3 
I would rather go to a real store to shop. 25.4 1.6 23.8 
I like to learn about a product online and then 
shop at the store. 23.0 1.2 21.8 
I want to try something before I buy it. 23 .O 1.6 21.4 
I enjoy going to stores. 22.5 1.2 21.3 
I like to shop with my friends. 20.9 1.2 19.7 
Convenience 
I like to look for information about products 
online. 22.1 2.5 19.6 
I have fun looking around at online shopping 
sites. 19.3 1.6 17.7 
Shopping online saves time. 18.9 1.2 17.7 
Information at online shopping helps me make 
decisions. 14.3 2.5 11.8 
4.2 Data reduction 
A common procedure in survey analysis is to perform data reduction based on 
factor analysis. To look at variance in answers to the questions and how they 
might be grouped, factor analysis was performed on the 28 Likert-like questions. 
The goal of  this analysis was see if the questions could be divided into factors 
that could be labelled, how questions might be related, and if the number of 
questions could be reduced. Factor analysis of this data set produced three 
factors: 1) Component 1, labelled "Convenience," explaining 24.5 per cent of 
the variance, Component 2, labelled "Privacy," 11.6 per cent; and Component 3, 
labelled "In-store experience," 8.2 percent. The total variance explained was 
44.3 per cent (see Table 4.15). 
In this current data set, if the software is set to eliminate all questions 
below an alpha of 0.60, the results still produced three factors: Component 1, 
labelled "Convenience," explaining 24.54 per cent of the variance, Component 
2, labelled "Privacy," 11.57 per cent; and Component 3, labelled "In-store 
experience," 8.1 8 percent. The total variance explained was about 44.3 per cent. 
Looking at Table 4.15 provides a perspective on why some individuals 
were more comfortable shopping online. Those who were more comfortable 
shopping online had used PayPal, had paid a bill online, and found shopping 
online h n  and easy to do (see Table 4.15). 
Table 4.1 5 
I feel comfortable using online shopping sites (N=244) 
Question Chi-square 
Have you ever used PayPal? 0.004 
Have you ever paid a bill online? 0.004 
I have h n  looking around at online shopping sites. 0.000 
It is easy to shop online. 0.000 
Table 4.16 shows significant relationships between "I like to shop with friends" 
and demographic questions including gender, school, and credit card use. 
Women liked to shop with friends more than did men, students at the Universiti 
Utara Malaysia (UUM) liked to shop with friends more than students at the other 
universities in the survey, and those who shopped with fiiends were less likely to 
have a credit card than those who shopped without fiiends. Lastly, those who 
liked to shop with i?iends liked to go to a real store. 
Table 4.16 
I like to shop withpiends. 
Question Chi-square Comment 
Gender 0.028 Women liked to shop with friends more 
than did men. 
School 
Credit card use 
0.015 UUM students liked to shop with 
friends more than did students of other 
universities. 
0.0 14 Respondents who shopped with friends 
were less likely to have a credit card 
than those who had one. 
Shop at real store 0.050 Those who liked to shop with friends 
liked to go to a real store. 
Note: K-means clustering, two groups, clustered upon "I like to shop with friends." 
4.3 Population size of hometown 
The top fifty cities in Malaysia from 2010 were drawn from the Malaysian 
Department of Statistics. The mean population of those cities was 373,378, the 
median was 259,333, and the mode was 154,490. For the purposes of this study, 
the hometowns (the cities in which the respondents grew up) were recorded from 
string variables to categorical variables in the following way: 1 represented a 
city above the median and 2 represented a city below the median (Department of 
Statistics, Malaysia, 201 0). 
The resulting statistical tests demonstrate several interesting differences based 
on hometown size. Students whose home town was categorized as 1 (large city) 
or above the median spent 4.31 hours on line; students whose home town was 
31 
categorized as 2 (small city) or below the median 4.75 hours online. The t-test 
between the two was p. = 0.00. Chi-square between city size and online 
shopping showed that people residing in big cities purchased less online that 




Many findings of this study align with those from earlier research, especially 
with respect to demographics, attitudes about security, and normative shopping 
habits. Such findings presented herein include the fact that many students in this 
survey used the Internet for information seeking rather than for buying and did 
not enjoy shopping online as much as they would shopping in a standard store. 
This study showed that in the Malaysian context, demographics such as gender 
and place of residence were salient. Women were more likely to enjoy shopping 
in a real store accompanied by their fiends and were far less likely to use credit 
cards for any online purchase. People residing in big cities purchased less online 
that those who lived in small cities. 
5.1 Conclusion 
The informational needs of respondents in this survey with respect to the 
Internet were reflected by the fact that, while only about 47 per cent had made 
an online purchase in the last six months, about 90 percent had looked for 
information regarding goods and services online during the same time period. As 
this study has shown, respondents who were less comfortable shopping online 
and found shopping online less convenient or enjoyable were less likely to 
purchase online than those who were comfortable shopping online or found 
online shopping convenient or enjoyable. 
One concern about making potential customers more comfortable online is that 
business-to-consumer website developers must think of website users as 
"shoppers, not computer users," and thus should make the Internet experience 
more experiential (Demangeot & Broderick, 2006).This means that the websites 
should be more informational and interactive. Because many Malaysian 
shoppers in this survey still preferred to make in-store purchases, a company's 
website probably should be utilized to complement brick-and-mortar stores. By 
providing shoppers with necessary information through their website, or 
allowing for store pick up of goods purchased online, Malaysian companies 
could adopt and adapt a localized version of a "bricks-and-clicks" strategy 
(Digital News Asia, April 0 1, 20 13). 
It remains to be seen whether the students surveyed represent the cutting edge of 
early adopters in a long-term process in the online context (Rogers, 1995). 
Today, Malaysia has the world's fourth-highest proportion of "digital natives," 
individuals born into a high tech environment, despite ranking much lower 
globally in information and communication technology (ICT) development. 
About 13.4 per cent or more than 3.9 million Malaysians have been descripted as 
"digital natives," a figure that accounts for nearly three quarters of the country's 
youths (Sipalan, 2013). Whether these digital natives are unique in a 
traditionally oriented population at large, or part of a more pervasive movement 
towards a more digitally oriented society, will help determine the growth of 
business-to-consumer online sales. 
Figure I .O 
Population by age and gender, Malaysia 2000 and 201 0 
Source: Department of Statistics Malaysia, Official 
Portal,http://www.statistics.gov.my/portdex.php?option=com - content&id=12 1 5. 
With respect to average per capita online spending, little room exists to grow 
online business unless the overall economy develops robustly. Average online 
yearly spending in the United States is about $1,207 per person; the average 
spending in Singapore is $1,177, and the average spending in Malaysia is about 
$344 (Mashable, 201 2; DNA, 201 3; Media Buzz, n.d.).However, when normed 
by computing online spending as a percentage of average income 
(spendlincome), the data show that in Malaysia the average online spending is 
3.3 per cent of per capita GDP, in the United States, the average online spending 
is about 2.3 per cent of per capita GDP, and in Singapore the average spending is 
about 1.9 per cent of per capita GDP (Per capita GDP fiom CIA Factbook, 
2014). 
In this survey, the most commonly purchased items in order were 
clothing, travel tickets, clothing accessories, and shoes. If sales are to be 
increased, new categories of purchases must be promoted. If sales are to be 
increased, perhaps incentives such as bonus points or fiequent purchaser 
programs could be implemented (Teo, 2006). Many of these items are purchased 
fiom websites outside the country. If the contribution to the overall Malaysian 
economy is to be improved, local companies must capture sales fiom foreign 
websites, must sell, or must convince more people to purchase for the first time. 
One critical factor for improving online purchase behavior is related to a 
sense of security needed by potential Malaysian online buyers. Clearly, 
respondents in this survey were concerned about the security of their data and 
the maintenance of their privacy. 
Thus ensuring transactional safety remains a must both with respect to 
online security and with respect to processing payments via company websites 
(Moonlight, n.d.). Often, the security concerns of the customers remain an 
important impediment to expanding e-commerce services and business. One big 
drawback is customers' reluctance to provide online information about 
themselves and about their debit or credit cards. While ensuring security and 
data safety to create trust through a well-hnctioning website is critical, 
overcoming potential hurdles might be difficult given the cultural Malaysian 
proclivity towards a Hofestede-esque expression of uncertainty avoidance with 
respect to the vicissitudes of online shopping. 
Overcoming these obstacles also might be difficult because of onerous 
rules and terms for proper notification and liability limits for ATMIDebit cards 
in Malaysia. Bank Islam states that "the onus of proving that any transaction at 
the Cash Outlet was not made by the Card member shall be on the Card 
member," Hong Leong states that "notification has to be made to the Bank via 
telephone, telegram, facsimile or e-mail and confirmation of the same has to be 
made in writing, accompanied by a police report" before personal liability stops, 
and HSBC requiresa(i) not withstanding that you may have lodged a verbal 
report, HSBC Bank will require you to complete a written report, which may 
include the completion of a questionnaire; and (ii) to provide HSBC Bank with a 
copy of a police report filed in relation to the lost or theft of the debit 
card"(Bank Islam, 201 3; Hong Leong, 20 13; HSBC, 201 3). 
Uncertainty avoidance has been shown to impact online buying behavior, 
and those who have a higher level of uncertainty avoidance are more concerned 
with online payment and vendor trust issues. Kivijarvi, Laukkanen and Cruz 
(2007) noted that consumer trust was a significant factor related to the intention 
to use Internet banking. Clearly, a company would be wise to concentrate upon 
efforts to minimize security problems and make those efforts known to potential 
customers. According to Dinev et al. (2006), trust is more vital for countering 
the risks associated with privacy uncertainty than is perceived risk related to 
economic uncertainty (Buff, Seifert, & Van Ness, 2008). Thus, if Malaysian 
businesses desire to improve online sales; thus they must improve the safety of 
use, and guarantee privacy to motivate those consumers to buy online (Shu- 
Fong, Yin, Ming, & Ndubisi 2007; Behjati & Othaman, 2012). 
Along with concerns about safety and privacy, normative patterns of 
shopping behavior must be considered for the purpose of increasing online sales. 
1Vormative patterns include, among other factors, why consumers like to shop 
where they shop. As studies in some countries have shown, women prefer 
shopping together with their female friends as a means of socialization and of 
getting out of the house. This is clearly evident in several countries in the 
Arabian Peninsula, countries with whom Malaysia increasingly shares religious 
cultural norms. Access to transportation also has had significantly influence 
upon students' attitudes toward online shopping for apparel products, in that lack 
of access spurred online purchase behavior (Xu & Paulins, 2005). 
Other studies have suggested that there are distinct consumer groups 
based upon a sense of "adventure" and of fblfilling shopping gratification needs. 
Fulfilling needs related to normative cultural behavior seems associated with the 
decision to purchase online across the globe. For example, Mainland Chinese 
consumers need to examine merchandise physically (Teo, Wang, &Leon, 2004). 
In Taiwan, openness to experience has been shown to lead to a passion for 
online shopping activities (Wang & Yang, 2008). 
Much of this quality of openness seems true with respect to Malaysia consumers 
who shop online. 
Credit card availability and use is also part of normative behavior 
patterns. In China, for example, many consumers do not have a credit card to use 
online (Teo, Wang, & Leon, 2004). In Malaysia, credit card penetration is about 
27 per cent of the total population; for this sample that penetration is about 12.7, 
or half the penetration rate of the Malaysian population at large. This suggests 
that sales online might be increased by spurring credit card growth and 
expenditure through co-promotions or store-branded cards directed to the 
student population. 
However, expanding credit in the current economic environment may 
be problematic. Malaysian households have been keen on borrowing money, 
and the country's household debt-to-GDP ratio is one of the regions highest. 
Malaysia's household indebtedness increased fiom 75.8 percent in 2010 to 76.6 
percent in 201 1 and to 80.5 percent in 2013(AKPK, 2013). This ratio has been 
pushed mainly by credit card and personal debts. Income necessary for credit 
card eligibility has been upped to a minimum of MR 24,000 per annum 
depending upon issuer, a threshold that many of the respondents would not pass 
because most were students andlor did not have full-time jobs. A difficulty in 
expanding the credit card base is the fact that income is unevenly distributed in 
Malaysia, which seems to be increasing. About 60 per cent of Malaysian 
households in 200712008 had an average monthly income of less than 6000 
ringgits. And, while good progress in developing a middle class occurred 
between 1970 and 2004, income distribution has taken a step back since that 
time. Today, the income share of the top 20 percent of income earners in 
Malaysia represents more than half of the total income, meaning that the lower 
80 per cent earn less in total than does the top 50 percent (Trading Economics, 
20 14). 
Another issue in Malaysia is that few SME's (small and middle-sized 
enterprises) actually have websites through which to conduct business. In fact, 
only 22.8 per cent of SME's in South Asia had their own website compared to 
76.7 per cent in high-income OCED countries in 2009 (pdf report, p. 11). That 
figure must be improved upon if overall usage of the Internet for business-to- 
consumer purposes is to be increased and if Malaysian consumers are to be 
redirected fiom foreign websites to national ones. 
Creating a more robust online experience is another avenue that 
Malaysian SEMs could pursue. Unfortunately, the official public relations 
campaign about broadband has created great expectations for a more vital online 
experience in Malaysia. However, creating vibrant, interactive, usable websites 
currently remains problematic. While a Malaysian SME might have the technical 
capacity to create such a dynamic website, most end users would be unable to 
benefit; that is because Malaysia has lagged behind many of its ASEAN 
neighbours in broadband roll out and because distribution of Internet services is 
uneven. Internet service and speed is very much a case of urban versus rural, city 
versus Kampung, Peninsular Malaysia versus Borneo, and those with the 
economic means versus those without. 
Despite the Malaysian government's rosy public relations campaign 
about availability and speed, the web analytics firm Net Index recently put 
Malaysia's average broadband download speed at a dismal 4.56 Mbps when 
tested over a 30-day period, a marginal speed for a broadband experience. While 
slightly higher than the Philippines (4.55 Mbps), Malaysia's average broadband 
speed was about the same as Myanmar (3.97) but was lower than that of Brunei 
(4.69 Mbps), Vietnam (1 1.70 Mbps), Thailand (12.47 Mbps) and Singapore 
(3 9.90 Mbps).Malaysia placed 1 12th globally for broadband speed on the Net 
Index, which was compiled using data fiom the broadband connection analysis 
website Speedtest.net. The Philippines ranked 114th, while Thailand placed 54Ih 
(oxfordbusinessgroup.com, 2014; see also http://explorer.netindex.com~ for an 
informative map-based interactive experience). 
Such speed-related problems are unfortunate. Rakuten Online 
Shopping has found that online shopping sites should integrate features allowing 
users to share their purchases via social channels thereby aligning the website 
with users' demands and behaviors. If Malaysia actually had practical broadband 
speed, SME's could integrate such website features allowing users to share their 
purchases on social channels, a functionality that would capitalize on the fact 
that typical Malaysians are some of the most intensive users of social sites, such 
as Facebook, on planet earth. Sadly, Malaysian SNIEs often do not and cannot 
have this hnctionality. 
Faced with unevenness of Internet availability and distribution; unequal 
economic opportunity; normative cultural and experiential shopping behavior; 
issues with credit card and ATMIDebit card liability, and security, safe, and 
trust; and the lack of functional interactive websites for local SMEs, Malaysia 
faces many hurdles in growing a business-to-consumer presence that hels a 
much-desired OCED-type economy. These obstacles must be overcome by 
developing a realistic systematic program, with concrete benchmarks. 
Although this study was limited by the manner in which the sample was 
drawn and the number of respondents, and because this was a point-in-time 
benchmark, rather than a longitudinal analysis, the findings are consonant with 
others in the South East Asia, Indochina, and Malaysia. Yet, even with its 
shortcomings the study does provide direction for SME's, public policy makers, 
and financial institutions, if they wish to spur the development of a more vibrant 
Internet-based business-to-consumer economy. 
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Appendix 
Annotated bibliography from which literature review was drawn 
Australia 
Our results provide strong support for the use by practitioners of 
demographically oriented models as a powerhl substitute for traditional theory 
based models. The results of the current study clearly demonstrate that the 
predictive power of demographic variables is sufficient to effectively 
discriminate online buyers from non-buyers and, as such, to develop profitable 
direct marketing campaigns. More interestingly, the results show that, for most 
online product categories, information on five core demographics, that is, age, 
gender, income, education and occupation would be sufficient to develop a 
reasonable predictive model. 
Alternatively, direct marketing practitioners may combine demographics with 
other readily available variables, such as consumers ' prior use of the Internet 
and social activities, to create an even more powerful demographically oriented 
predictive model. 
As discussed earlier, the predictive power of demographics varies by product 
categories, which means that a demographic model, which is developed to target 
online buyers of wine, may not have similar predictive power when it comes to 
targeting online buyers of books and magazines. 
Moreover, although five core demographics (that is, age, gender, income, 
education and occupation) are typically good predictors of online shopping, 
there are some exceptions to this finding. For instance, the appropriate 
demographic variable to predict online purchase of toys is household size. Thus, 
depending on product type, practitioners may need to recalibrate their 
demographic models via selecting appropriate variables. 
Overall, the results of this study would suggest that, beyond the use of 
demographic variables, the use of more 'sophisticated ' constructs (for example, 
innovativeness) and models (for example, the theory of planned behavior) may 
not be justified in terms of incremental improvement in the models' 
discriminatory power (Naseri & Elliott, 201 1) 
Australia 
Factors that are more likely to influence purchase intention include product type, 
prior purchase, and, to a lesser extent, gender (Brown, Pope, & Voges, 2003). 
China 
The analysis suggests that eight constructs - information quality, web site 
design, merchandise attributes, transaction capability, securitylprivacy, payment, 
delivery, and customer service - are strongly predictive of online shopping 
customer satisfaction, while the effect of response time is not significant. 
China 
Along with increased Internet experience, undergraduates grasp more online 
shopping skills and information sources, so that they are more likely to do 
shopping online. Miyazaki and Fernandez (2001) claimed that, although risk 
avoidance hampers online shopping, most perceived risks come from 
consumer's being unfamiliar with a shopping method that is the completely new 
and long-distance. So Internet experience and skills can reduce perceived risks 
and increase shopping intention and real purchase. 
Other factors, such as online shopping security and convenience, other online 
shopping advantages (advantage of obtaining product's information and 
advantage of interacting with suppliers) transformation of online shopping 
conception and the ability to distinguish product authenticity, do not 
significantly influence online the shopping intention of undergraduates. These 
indicate online shopping security and convenience are widely accepted by 
Chinese undergraduate consumers, and that price is more important in 
determining purchasing behavior (Su, & Huang, 201 1). 
The UCLA Internet Report revealed that barriers to online shopping include the 
loss of privacy of personal data, difficulty in assessment of product, difficulty of 
returning and exchanging products, shipping charges and discomfort with seller 
anonymity (Teo, Wang, & Leon, 2004) 
Hoffman, Novak and Chattejee suggested that a hndarnental lack of faith 
between most online stores and consumers has prevented people from shopping 
online or even providing information to web providers in exchange for access to 
information (Teo, Wang & Leon, 2004) 
Our results show that behavioral uncertainty and asset specificity are positively 
related to transaction cost between both sets of consumers. In contrast, 
convenience and economic utility are negatively related to transaction cost 
between both sets of consumers. 
The findings also reveal that US consumers perceived less product uncertainty, 
behavioral uncertainty, asset specificity, dependability, as well as more 
convenience and economic utility than those in China. 
The findings of Cheskin Research revealed that Mainland Chinese consumers 
have a higher experiential orientation (need to examine merchandise physically 
before purchasing) as compared to Chinese consumers residing in North 
America. As such, Mainland Chinese consumers experience high product 
uncertainty with online stores because they are unable to examine online 
products. 
Our findings also reveal that consumers in China perceived higher behavioral 
uncertainty with online stores than did US consumers. This is probably because 
consumers in China believe that poor after-sales service and lack of guarantees 
by the vendor are primary obstacles to online buying [5].  On the other hand, 
most US online stores, such as Amazon.com, provide after-sales service and 
guarantee the exchange or return of product purchased if consumers are 
dissatisfied. Another possible reason is that US consumers can easily exchange 
or return their purchases if they are dissatisfied. 
Our results show that more convenience reduces transaction cost paid by US 
consumers and those in China. These findings suggest that convenience provided 
by online stores, such as powerhl search engines, extensive product reviews, 
and product samples, reduce consumers' transaction cost of online buying. Our 
findings also show that US consumers perceived that online shopping was more 
convenient than did those in China. 
Further, most consumers in China do not have a credit card. This can present a 
significant hurdle for them in the form of: 1) currency exchange costs (not just 
the explicit cost of the exchange, but the timellabor cost of physically 
performing the transaction) and 2) legal restrictions on movements of US dollars 
into and out of China. 
Our results reveal that economic utility is negatively related to transaction cost 
of both sets of consumers. This is probably because Internet shopping allows 
consumers to search for and compare prices easily, which in turn reduces 
transaction cost. US consumers are also found to perceive more economic utility 
in online shopping than do those in China (Teo, Wang & Leon, 2004). 
China 
The findings of this research have confirmed that the perceived marketing mix 
and perceived reputation could impact the consumers' attitude of adopting 
online shopping. Through the findings of this research, online retailers could 
better realize online consumers' expectations and the determinants of consumer 
behavior. By understanding the key drivers that could impact online consumers' 
attitude towards online shopping, online retailers would be able to formulate and 
implement their e-business strategy efficiently and effectively, and possess 
stronger competitive advantage. For example, an online vendor should pay more 
attention to applying the marketing mix of high product quality, lower price, 
discount, fiee delivery fee, or free gift and do their best to build, enhance, and 
maintain their good reputation. Hosting companies, such as Taobao, could 
establish their own business strategy to satisfy the requirements of both 
consumers and retailers. For example, the hosting company may utilize a high 
information technology strategy to improve the functionalities of the online 
shopping website platform thus assisting online vendors in organizing the 
marketing mix of the promotional activities (Jun & Jaafar, 201 1). 
China 
Uncertainty for online shopping 
This paper seeks to investigate the effects of different influential factors on 
consumer perceptions of uncertainty for online shopping. Based on the empirical 
results, the paper argues that, in order to effectively reduce the seller's behavior 
uncertainty and eliminate information asymmetry, the main issues C2C are faced 
with currently, is to establish a more comprehensive protection mechanism and 
to develop more equitable trade rules (Zhang &Liu, 201 1). 
Finland 
The theoretical model is based on Triandis' behavioral framework. Prior value 
research has mostly focused on users' attitudes toward online shopping. We 
explore the role of perceived value and habit in e-commerce behavior. Structure 
equation results suggest that the utilitarian, as well as the hedonic, values have a 
significant impact on affect, and indirectly also on e-commerce behavior. We 
also assessed the importance of habit on shoppers' online behavior. According to 
our results, online shoppers' habitual behavior has a significant impact on affect. 
We also found that the set of normative beliefs (social factors) are the preceding 
factor of habit in cases in which the shopping experience is not recurrent 
(Pahnila, & Warsta, 201 0). 
Greece 
The paper argues that product information quality and user interface quality have 
a significant impact on overall satisfaction, while service information quality, 
purchasing process, security perception and product attractiveness have only a 
positive impact. In addition, the findings reveal that customer satisfaction 
strongly affects post-purchase behavior (Maditinos & Theodoridis, 201 0). 
This study attempts to examine consumers' attitude when making online 
purchases in the context of different product types. A theoretical framework is 
proposed based on the determinants of consumer behavior and user acceptance 
of online shopping, as well as online product classification. The factors that were 
selected to be tested are Personal Innovativeness of Information Technology 
(PIIT), Self-efficacy, Perceived security, Privacy, Product involvement and how 
they affect consumer attitude toward online shopping. Correlation analysis, at 
first, to determine the relationships among the variables and regression analysis 
afterwards to verify the extent of the variable interaction were used to test the 
hypotheses. Based on the aforementioned analyses, results were drawn and 
compared to the results found by Lian and Lin (2008) in a similar study. It has 
been found that PIIT, perceived security and product involvement have an effect 
on the attitude towards online shopping, yet the results vary among the different 
product types. 
Different product types are responsible for the differentiations of the results. As 
a final conclusion it can be said that consumer attitude toward online shopping is 
affected mainly by the product in question. 
In Greece, people are still experimenting with online purchases, although the 
annual growth rate is higher than 50 per cent (Favier & Bouquet, 2009). In the 
Nielsen Global Consumer Report (201 0) it is stated that 23 per cent of the Greek 
online shoppers did not intend to make any purchases in the following six 
months, when Europe's average was near 21 per cent. In the same report it has 
been found that Greek online shoppers prefer electronic equipment and 
computer hardware which fall under the high cost, rarely purchased tangible 
goods which can justify the unwillingness of online shoppers to purchase online 
short-term (Nielsen Global Consumer Report, 20 10). 
Overall, it is obvious that the product classification and type of products that 
were selected are responsible for the variations in the results in the present study. 
Due to the different characteristics of products, consumers' attitude shows 
variations. Consumers behave differently when buying inexpensive products 
than when they are buying expensive products. Also, their attitude changes when 
it involves everyday products and when they buy products and services they 
intend to use in the long-term. 
The present study provides an understanding of what drives consumers to buy 
their products online and can be used by companies that promote their products 
through the Internet. However, no personal perceived values, such as perceived 
convenience, perceived danger, perceived website quality and perceived 
benefits, that could alter the findings of the research, were raised. 
Furthermore, the third dimension of the Peterson, Balasubramanian and 
Bronnenberg (1 997) model, the degree of differentiation, was not employed due 
to the relative immaturity of the Greek online market. If hrther attempts were to 
be made to expand the present model and to further examine the consumers' 
online buying behavior, it would be interesting if they included personal 
perceived values and website design characteristics, as well as products and 
services that hlfil the degree of differentiation (Keisidou, Sarigiannidis & 
Maditinos, 201 1). 
Hong Kong 
Similar to previous studies, age and gender were found to be significant 
indicators of attitudes towards the Internet and intention to purchase. 
This research also supports that education and income are partially associated 
with online shopping participation that is, online shoppers have higher education 
and income levelsthan the general population. However, this study also collected 
data on past purchasing behaviors and this showed a different picture to that 
painted by collecting attitudes and intentions. Past online shopping behaviors 
showed that women were as likely to shop online as men. 
Since the adoption rate of online shopping is still relatively low in Hong Kong, it 
might be assumed that these people are innovators or early adopters, that is, 
those who are willing to try new things or technologies (Rogers, 1995). This 
particular sample had a nearly even split of respondents who had shopped online 
and those who had not. This skewed sample may have been composed of only 
innovators or adopters, although no difference was seen between genders on this 
basis. In addition, previous assumptions about Internet shoppers being under the 
age of 36 should be amended and online retailers should focus also on 
consumers up to the age of 44. It is believe that these consumers7 potential for 
online shopping is huge, since the older consumers tend to have higher spending 
power. 
Vijayasarathy (2002) found that consumer attitudes and beliefs towards online 
shopping tended to be more positive for intangible products, for example, 
computer software and music. Additionally, both lower cost (lower financial 
risk) and lower performance (such as intangible service offerings) were more 
likely to be the focus of online shopping intentions. 
This was largely confirmed with average scores showing that intangible items 
were more likely to be purchased in Hong Kong also, although the differential 
between high cost intangibles and low cost intangibles was not investigated 
thoroughly (Hynes & Suewin, 2009.) 
India 
The study reported here is very relevant in the present context because of the 
boom in the IT sector. There are significant technical developments taking place 
across the globe, which aim at human convenience. The present lifestyle is such 
that everyone looks to save time and to search for new methods of comfort and 
convenience in all spheres of life. With a significant rise in the number of 
employed women, online shopping has become relevant in the Indian context 
also. Current retailing trends show a shift from the traditional store-based 
retailing to an increased use of the Internet in order to serve customers 24 hours 
on all weekdays. Be it food, fashion, consumer electronics, books, 
entertainment, or even general merchandise, everything is always available. 
Also, with the globalization of every operation related to business, making 
products available to people across the country and around the world with the 
click of a mouse, becomes an issue of strategic importance. 
What is crucial is an unmatched customer experience that not only satisfies the 
consumer's needs, but also delights himiher maximally. Based on the analysis of 
data, this study reached a logical conclusion through identification of key design 
areas. It helped understand what a consumer expects from an online retailing 
store to satisfy and delight (Sahney, Shrivastava, & Bhimalingam, 2008). 
The use of Internet is catching up and online shopping is considered as  a 
relevant alternative channel for retailing in India, and it is now important part of 
the retail experience. This is an empirical study based largely on the primary 
data, but secondary data have also been collected fiom various sources 
(published and unpublished) including websites. The sample was selected fiom 
the National Capital Region (NCR) as this is among the first regions of India 
where a large number of people buy online (ASSOCHAM, 2005). The sample 
was selected from the youth population, as young people actually buy online. 
The study highlights that Convenience, Accessibility, Scope, Attraction, 
Reliability, Experience and clarity are the important factors considered by the 
online shoppers. In comparison to existing literature, the factors affecting online 
shopping in India are similar to those of other nations, but some of them are 
specific to this country, as the penetration of IT and its adoption in India have 
been slow in terms of scope and accessibility. It is recommended that marketers 
must consider these factors when they design their online strategy (Rishi, 2008). 
The purpose of this study was to examine the online behavior of young adults of 
India. A total of 11 5 Internet users from 18 to 25 years of age were surveyed 
from the National Capital Region of Delhi, India. Results showed that young 
adults of India are mainly online surfers and not online shoppers. These people 
lack knowledge and experience with online shopping. Therefore, a very small 
percentage of these young adults shop online and they purchase only low-cost 
items. They do not trust online shopping and feel that lack of touch and feel 
discourage their online shopping. Based on research findings, we have suggested 
ways to encourage online shopping by young adults. The recommendations in 
this article may be of value to management students, academics, and online 
marketers (Gupta, Handa, & Gupta, 2008). 
Online shopping is an important aspect of the retail industry at this new era. The 
online medium, a hybrid of multiple communication technologies, offers a 
multitude of communication functions, including marketing. As a marketing 
communication channel, the Internet has attracted nearly one-third of its users to 
try online shopping during the decade when it became commercialized. This 
study is designed to identi@ the factors that influence the consumers (with 
special reference to Chennai city) to shop online rather than in stores. Results 
indicate that convenience, income, age range, product type, influence consumer 
intention to engage in online shopping. When consumers perceive offline 
shopping as inconvenient, their intention to shop online is greater. The attitudes 
toward online shopping and intention to shop online are not only affected by 
ease of use, usehlness and enjoyment, but also by exogenous factors like saving 
time, comparison shopping, product characteristics, previous online shopping 
experiences, easy to access and trust in online shopping. The Chi square test was 
used to determine the relationship (Mangesh, 201 1 .) 
Iran 
The key finding of the study is that intention to purchase online is significantly 
related to the shopping convenience and the relative advantage. What propels a 
customer to shop online are the relative advantage and the convenience they 
enjoy while shopping online over shopping in a physical store. Customers form 
an intention to shop online because online shopping makes the shopping 
experience better, easier and faster as compared to shopping in a physical store. 
In addition, they can at any day or hour online, which makes it more convenient. 
Specifically for the time-wired customers, online shopping is a boon and is just a 
few clicks away. Perhaps the surprising and the interesting finding of the study 
is that no relationship exists between perceived risk and intention to shop online. 
The underlying rationale is that the respondents are well informed, familiar with 
technology, have prior e-shopping experience and usually purchase from the 
authorized web stores, which mitigates the associated, perceived risks. Also, the 
website related factor is not considered to be an important predictor of the 
intention to shop (Javadi, Dolatabadi, Nourbakhsh, Poursaeedi, &Asadollahi, 
20 1 2). 
Korea 
A personal value of "social affiliation" acts as an enduring belief in motivating a 
customer to seek hedonic and utilitarian benefits, whereas a personal value of 
"self actualization" produces motivation to seek only utilitarian benefits. The 
seeking of hedonic and utilitarian benefits leads customers to evaluate certain 
attributes of online stores - such as visual design, product assortment, 
information quality, and after-sales service. The attributes of online stores have a 
positive effect on re-patronage intention. 
Results showed that telepresence influenced consumer fantasy and both 
telepresence and consumer fantasy led to shopping enjoyment (experiential 
value) (Song, Fiore & Park, 2007). Telepresence, fantasy, and shopping 
enjoyment directly contributed to willingness to purchase from the online 
retailer, whereas telepresence, fantasy and shopping enjoyment contributed 
indirectly to willingness to patronize the online retailer (Song, Fiore, Park, 
2007). 
While interactions in the real world shopping are mainly based on face-to-face 
activities between consumers and service personnel, interactions in electronic 
commerce take place mainly through the retailer's website. This study 
investigated the relationship between various characteristics of online shopping 
and consumer purchase behavior. Results of the online survey with 602 Korean 
customers of online bookstores indicate that information quality, user interface 
quality, and security perceptions affect information satisfaction and relational 
benefit that, in turn, are significantly related to each consumer's site 
commitment and actual purchase behavior (Park & Kim, 2003). 
Malaysia 
Findings confirmed that advertisements, product quality, brand names, and prior 
shopping experiences do play a significant role in customer satisfaction among 
online shoppers in Malaysia (Momtaz, Islam, Atifin, & Karim, 201 1). 
Convergent focuses on online marketing show a shift fiom traditional means of 
store fiame marketing to Internet based marketing. With increasing competition 
in online business, retailers need to devise strategies that are based on sound 
consumer demographics and psychographics recognized by consumer behavioral 
research. The most interesting implication of this study is that it challenges the 
commonly held notions about online shopping and website design. 
Marketer and non-marketer information: Giving the customer an opportunity to 
satisfy hisher information needs about products and services is an important 
consideration when designing a website. Recreational shoppers also will be 
attracted by websites that give product options and compare the product's prices 
and features with those of its competitors. 
Corporate strategy: It may possible to successfully employ strategies of niche 
market by considering target consumers and providing products that are not 
easily available in the local stores. Advertising on other Web sites that are 
frequently visited can popularize the products/services of online marketers. 
Organizations should invest in their web bandwidths to reduce the waiting time 
and hamper the buying process by the limited transmission rate (Ming, S.W. et 
al., 2007). A variety of empirical research clearly indicates .that Customer 
Service, Trust and Reliability can explain much of the variation in online buying 
intention; therefore organizations should consider after-sales operations 
(services), along with delivery of promised quality and quantity, in set of time 
frames (Shu-Fong, Yin, Ming, & Ndubisi, 2007; Syed S.A. et al., 2008) 
Page clarity and Site architecture: Web design, content and platforms require 
more diversification and well-executed design to encourage online consumers to 
spend time exploring and comparing prices online. To improve required 
knowledge, the website should demonstrate how to purchase with clear text, 
images or examples (Shu-Fong, Yin, Ming, & Ndubisi, 2007). The facilities for 
browsing, gathering information and comparing offerings are immense in the 
case of online shopping and should be used to their best advantage to increase 
the customer base (Rajasreeet al., 2005; Syed et al., 2008). 
Trust and faithfulness: Trust and reliability are essential qualities for increasing 
the intention of a consumer to buy online. The purchasing process should be 
simple and clear It also should be safe, because a perceived lack of security will 
turn away potential online shoppers (Ming S.W. et al., 2007). Businesses should 
improve safety and privacy to gain consumer trust and motivate them to buy 
online (Shu-Fong, Yin, Ming, & Ndubisi, 2007; Behjati, S., & Othaman, S.N., 
April 2012). 
Malaysia 
There are many factors that affect Ecornmerce, and can be related to external 
and internal environment of organizations. They include are current purchase 
intent, the desire to take advantage of price promotion, and Organizational 
intent. Besides, any increase or improvement (Manafi, Hojabri, Salehi, Khatibi, 
& Gheshmi 201 1). 
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Malaysia 
The findings of the study indicated that five factors influence consumers toward 
online shopping and that security is the factor that contributes most toward 
online shopping. This study revealed the last four factors (promotion, 
attractiveness, believability, and originality) do not significantly influence the 
intent to shop online. The results showed that security and validity of the website 
were widely appreciated by online consumers. Attractiveness of the site had only 
a small influence on online shopping intention. (Salehi, Saeidinia, Manafi, 
Almasi, Shakoori, & Aghaei, 201 1). 
Malaysia 
Furthermore, the results highlighted the importance of facilitating EG and IG in 
online shopping sites towards consumers' attitude towards online shopping in 
terms of how entertaining and informative online shopping sites are in creating a 
favourable shopping environment. Nonetheless, WI was also found to be of 
equal importance in influencing the formation of consumers' attitude towards 
online shopping, but in a negative manner. The results from the study suggest 
consumers' need to be provided with an online shopping experience that is 
entertaining, informative and fiee from irritation. Future research can firther 
evaluate and analyze the U&G structure fiom a larger perspective by examining 
the structure fiom different product and service categories, identifying the 
antecedents of EG, IG and WI, the legitimacy of proposed relationships and 
cultural differences on the influence of the U&G structure on consumer 
behaviour (Lim & Ting, 201 2). 
Malaysia 
This suggests that the ease of use of technological interfaces and tools on online 
shopping sites are imperative in predicting the consumer's attitude towards 
online shopping. Specifically, this study further contends that consumers would 
only develop favourable attitudes toward online shopping if sites are easy to use. 
Given this orientation, online retailers are recommended to make their digital 
marketplace simple to learn. It should be easy for consumers to become skilful at 
using the technological interfaces and tools on the site, that is, make them as 
user friendly as possible. Webpage layout and structure should be designed in a 
way that makes it easy for potential customers to find what they want. Features 
that facilitate the comparability between product and service offerings and site 
maps will help. Additionally, online retailers can provide interactive features, 
such as live customer support and chat rooms, for shoppers to facilitate flexible 
multiple interactions between consumers and between consumers and the online 
retailer. Furthermore, to support online shopping adoption, system developers 
for sites could focus on developing effective user guidance, such as video 
tutorials and step-by-step visual e-how guides, to aid consumers who are new or 
unfamiliar with online shopping. Most importantly, as the ease of browsing at 
online shopping sites had the highest factor loading among the measurement 
items for perceived ease of use, online retailers are strongly encourage to ensure 
that online shopping sites are easy to browse. Features and designs, which cause 
browsing difficulties, such as pop-up banners, small fonts and eye glaring 
colours, should be avoided. 
The positive attitude towards online shopping is due to the fact that consumers 
perceive that online shopping improves their shopping performance and 
productivity. The degree to which the online shopping site is perceived to be 
usehl strongly influences a customer's attitude. If online shopping sites are 
perceived to be usehl, then consumers form positive attitudes and strong 
intentions to shop online. They would find that online shopping is very usehl, as 
it would improve their shopping experience. Given the scenario, this study 
makes a few recommendations for online retailers. It is suggested that online 
shopping sites provide facilities that help consumers keep track on their 
shopping goals. In this respect, a digital shopping list could be provided on a 
sidebar. Additionally, online retailers should take note of the importance of 
shopping performance to consumers. In this situation, it is worthwhile to 
consider providing information and services that help consumers save time 
and/or money. Since the operational cost of digital retail stores is much lower, as 
compared to those in the brick-and-mortar environment, less expensive final 
price tags should be considered. Delivery services are encouraged, as it would be 
more convenient than travelling to the retail outlet to purchase products or 
services. Also, designers should employ features which enhance shopping 
productivity. Search engines for online shopping sites are recommended as they 
help consumers find product information and make purchases within a shorter 
time frame. 
This suggests that the ease of use of technological interfaces and tools on online 
shopping sites have a significant influence on consumers' perceived usehlness 
of online shopping. To consumers, the degree to which the site is perceived to be 
easy to use strongly influences their willingness to shop online. If online 
shopping sites are perceived to be effortless, then consumers believe online 
shopping to be useful. The results suggest that consumers inherently mold their 
perception based on their own experiences in shopping online and the ease with 
which their shopping activity was executed. As such, online retailers are 
recommending prioritizing endeavours focusing on establishing and enhancing 
the ease of use of online shopping sites. 
Using online shopping sites as a channel to shop for products and/or services is a 
good idea. Thus, the significant role of attitudes in shaping behavioral intention 
has been visible when a relationship between attitude and behavioral intention is 
studied. The assumption that attitude towards online shopping have a strong, 
positive direct effect on willingness to purchase items off the Internet (Ling & 
Ting, 2012) 
Malaysia 
Compatibility, usefulness, ease of use and security have been found to be 
important predictors of attitude toward on-line shopping (Yulihasri, Islam, Daud, 
2011. 
Malaysia 
The results of the study demonstrate that the TPB is applicable to the 
measurement of behavioral intentions in online shopping. This study provides 
empirical support for the adequateness of Ajzen's TPB model in online shopping 
behavior. 
The findings in this study also demonstrate that past experience and channel 
knowledge exert significant influence on online shopping behavior. Together 
with the three variables of the TPB, past experience and channel knowledge can 
also enhance the predictive utility of the TPB for the intention of shopping 
online. Therefore, the addition of past experience and channel knowledge to the 
TPB model improve the prediction of online shopping behavior (Chung & 
Chang, 2005). 
Models 
The purpose of the experiment reported here was to examine Internet user 
concerns and perceptions of online shopping. The attitude of Internet users 
toward online shopping was measured using the Fishbein model. The relative 
factors influencing user attitudes toward online shopping and the relationship 
between attitude and influence factors were explored. The results show that the 
Fishbein model can effectively measure consumer attitudes and that the 
examined consumer characteristics were important influence factors on 
consumer attitudes and online shopping decisions (Wu, 2003) 
Netherlands 
Compared to the buyers, the inquirers, that is, the people who sought 
information, but did not follow through on purchasing, were more concerned 
with the perceived enjoyment, risk and price attractiveness offered by the 
website, while caring less about timeleffort savings. Inquirers were negatively 
influenced by the price attractiveness of their chosen insurance, which indicates 
that they were less likely to use the website for future transactions if they were 
satisfied with their current price (Broekhuizen & Huizingh, 2009). 
New Zealand 
The growing use of Internet in New Zealand provides a developing prospect for 
E-marketers. If E-marketers know the factors affecting online New Zealand 
buyers' behavior, and the relationships between these factors and the type of 
online buyers, then they can firther develop their marketing strategies to convert 
potential customers into active ones, while retaining existent online customers. 
This paper is part of larger study, and focuses on factors that New Zealand 
buyers keep in mind while shopping online. It also investigates how different 
types of online buyers perceive websites differently. This research found that 
website design, website reliability/fhlfilment, website customer service and 
website securitylprivacy are the four dominant factors which influence consumer 
perceptions of online purchasing. The four types of online New Zealand buyers, 
trial, occasional, frequent and regular online buyers, perceived the four website 
factors differently. These buyers have diverse evaluations of website design and 
website reliabilityl~lfilment, but similar evaluations of website securitylprivacy 
issues. This implies that securitylprivacy issues are important to most online 
buyers. 
The significant discrepancy in how online purchasers perceived website design 
and website reliability accounts for the difference in online purchase frequencies 
(Shergill & Chen, 2005). 
New Zealand 
This study applies Tauber's personal and social motives, as representative of 
Sheth's non-functional motives for shopping, to Internet shoppers. Two studies 
are conducted; in the first a sample of current online shoppers is surveyed on 
how well Tauber's motives describe their impetus for Internet shopping. 
Projective technique is used in the second study, in which a group of consumers 
is asked to discuss how the motives may impact online shopping, as a means of 
explaining how they In Taiwan, three personality traits - openness to 
experience, agreeableness and conscientiousness - lead to a passion for online 
shopping activities (Wang & Yang, 2008) apply in the Internet setting. Results 
suggest that Tauber's non-functional motives can be adapted to the twenty-first 
century mode of shopping. This leads to some strong implications for 
researchers and practitioners, who so far have concentrated on the functional 
aspects of Internet shopping with respect to gaining shopping market share 
(Parsons, 2002) 
Saudi Arabia 
A model of determinants of repeat purchase intentions of consumers who have 
previously bought online is developed and empirically tested. Data for the model 
test comes from responses to a structured self-administered survey provided by a 
sample of 436 consumers in Saudi Arabia. The results confirm hypothesized 
positive effects of overall satisfaction with previous online purchases and 
attitude toward online purchasing on repeat purchase intentions. In turn, attitude 
is positively determined by overall satisfaction and negatively by experience 
with online purchase problems, while overall satisfaction is determined 
positively by satisfaction with the following online retailers' performance 
dimensions: product prices, product quality, customer service, required payment 
methods, perceived payment security, and delivery time. Contrary to 
expectations, delivery cost is not significantly related to overall satisfaction. 
Neither is experience with online purchase problems. Theoretical and marketing 
strategy implications of the findings are outlined and discussed (Abdul, 2010). 
Saudi Arabia 
Perceived usefulness, enjoyment, and social pressure are determinants of online 
shopping continuance in Saudi Arabia. Both male and female groups are 
equivalent. The structural weights are also largely equivalent, but the regression 
paths from perceived usehlness to continuous intention are not invariant 
between men and women. Notwithstanding that the study finds few differences 
between men's and women's e-shopping behavior, the findings for women are 
important because of the special role that e-shopping can play in Muslim 
countries, including Saudi Arabia where there are cultural and legal restrictions 
on women's activities such as driving and shopping without a male relative(A1- 
Maghrabi & Denis, 20 1 1). 
The analytical results showed that the dimensions of web site design, reliability, 
responsiveness, and trust affect overall service quality and customer satisfaction. 
Moreover, the latter in turn are significantly related to customer purchase 
intentions. However, the personalization dimension is not significantly related to 
overall service quality and customer satisfaction (Lee & Lin, 2005). 
Singapore 
The study shows that trust, net benefits, and satisfaction are significant positive 
predictors of customers' repurchase intentions toward online shopping. 
Information quality, system quality, trust, and net benefits, are significant 
determinants of customer satisfaction. Besides, online trust is built through 
distributive, procedural, and interactional justice (Yu-Hui, Chui, & Wang, 201 1). 
Singapore 
The results show that Singaporean consumers with a high degree of risk aversion 
tend to perceive Internet shopping to be a risky activity. However, Internet 
marketers could rely on using reference group appeal as the preferred risk 
reliever for this group of consumers, particularly by getting expert users to 
endorse the products involved. In addition, the marketer's reputation, the brand's 
image, and specific warranty strategies are also effective risk relievers for the 
potential Internet shoppers (Tan, 1999). 
Singapore 
Presents the findings of an empirical investigation of Internet shopping in 
Singapore. Specifically, Internet buying behavior is compared between potential 
Internet buyers and non-Internet buyers. It was found that the classification of 
different types of products and services would significantly influence the 
consumer choice between a retail store and shopping online. The types of 
products and services that are suitable for selling through the Internet are also 
identified. Generally, products and services that have a low outlay, are 
frequently purchased, have intangible value proposition, and are relatively high 
on differentiation are more likely to be purchased via the Internet. Based on the 
analysis and results obtained from the study, some recommendations are 
presented to retailers who are interested in selling their products via the Internet 
(Phau & Poon, 2000). 
Singapore 
The Internet, as a dynamic virtual medium for selling and buying information, 
services and products, is gaining increasing attention fiom researchers and 
practitioners. This study, examines the perceptions of adopters and non-adopters 
of online shopping in terms of demographic profile, consumer expectations of 
online stores, advantages and problems of online shopping and transaction cost. 
In addition, researchers examine the types of products purchased, frequency of 
online purchase and the extent of communication with e-commerce vendors. The 
findings are useful in explaining consumers' buying behavior in the electronic 
marketplace. Implications of the results are discussed (Teo, 2006). 
Spain 
The results show that socioeconomic variables moderate neither the influence of 
previous use of the Internet nor the perceptions of e-commerce; in short, they do 
not condition the behavior of the experienced e-shopper (Hernhdez, JimCnez, & 
Martin, 201 1). 
Taiwan 
Gender moderated most of the relationships in the research model. The analysis 
results showed that the factors influencing men's and women's uncertainty are 
different. In addition, uncertainty has stronger influence on men's intention to 
purchase products from online auction websites (Yeh, Hsiao, & Yang, 2012). 
Taiwan 
An empirical survey of 403 student respondents from a Taiwanese university 
was conducted. Results show that both harmonious passion and obsessive 
passion can lead to online shopping dependency; passion is related to 
compulsive buying behavior; compulsive buyers are more online-shopping- 
dependent than other consumers. It was also found that three personality traits - 
openness to experience, agreeableness and conscientiousness - could lead 
individuals to develop a passion for online shopping activities. These findings 
may be usehl for discussing the influence of personality traits on online 
shopping activities (Wang & Yang, 2008). 
Taiwan 
The study shows that trust, perceived ease of use, perceived usefulness and 
enjoyment are significant positive predictors of customers' repurchase intentions 
(Chiu, Chang, Cheng, Fang, 2009). 
Taiwan 
The research results point to the following: first, customer e-satisfaction will 
positively influence customer e-loyalty directly; second, technology acceptance 
factors will positively influence customer e-satisfaction and e-loyalty directly; 
third, website service quality can positively influence customer e-satisfaction 
and e-loyalty directly; and fourth, specific holdup cost can positively influence 
customer e-loyalty directly, but cannot positively influence customer e- 
satisfaction directly (Lin & Sun, 2009). 
Taiwan 
Those open to risk taking and open to new experience appear to be more prone 
to online purchasing. 
Thailand 
The empirical analysis suggests that the difficulty of shopping online is seen as 
the factor most influencing customers' intention to shop online. In this survey 
and that of the NECTEC, online technology is seen as the principal barrier to 
using the Internet for online shopping. 
In contrast, it is found elsewhere that a potential customer's attitude is the factor 
having most influence on the intention to shop (Laohapensang, 2009). 
Tunisia 
Consumers' direct use of Internet to purchase online still remains poor. This 
reluctance is a difficult for the survival of e-commerce-based firms. This study 
tries to determine the factors explaining online purchasing behavior, or the lack 
teherof. The results indicate that perceived ease of use, perceived usehlness and 
previous experience are the factors, which determine Internet use as a new 
business tool. This study adds to the existing literature the empirical validation 
of a model that integrates the effect of experience, gender and the traditional 
variables of the technology acceptance model on online purchasing intention. 
Understanding the factors influencing online purchasing would allow firms the 
possibility of adjusting their strategies to finally attract most of their potential 
consumers and profit most from the opportunities offered by e-commerce 
(Zarrad & Debabi, 201 2). 
Turkey 
Advancements in the Internet technology triggered a line of developments in the 
field of marketing. As an alternative to conventional shopping, online shopping 
over the Internet has gained substantial share of retail market. Customers get 
used to this new shopping venue and increasingly prefer it, according to the 
researchers; ten percent of the global population now uses Internet for shopping. 
In this research, the author explored the relationship between the security 
measures implemented by a company that is very active in the online shopping 
domain, and the customer trust and loyalty of  the online services provided by 
this company. Findings of this research are based on survey data analyzed in 
SPSS. This research supports -the existence of a relationship between the security 
of a company's website and customer trust and loyalty of the online services of 
this company. When the perception of security measures improves, customer 
trust and loyalty increases accordingly (Ozgiiven, 201 1). 
United Arab Emirates 
The results revealed in this study could be of paramount importance to the e- 
merchandisers for formulating sustainable and effective e-marketing strategies 
and rendering assurance to the online buyers by mitigating the associated 
perceived risks (Khan & Rizvi, 2012). 
United Kingdom 
This paper develops and tests a gestalt model of consumer perceptions of online 
shopping environments. 
The model shows that consumers perceive online shopping environments in 
terms of their sense-making and exploratory potential. It encompasses 
perceptions at the level of both individual pages and the experience consisting of 
the navigation through a succession of pages accessed during one visit. It also 
accounts for the informational needs all shoppers possess, reflected in the central 
role of information in online shopping environments. The model confirms the 
importance of the three main categories investigated in the literature (ease of 
understanding, in formativeness, and involving qualities), but provides a 
theoretically grounded explanation of how consumers perceive online shopping 
environments holistically. It can form a basis from which to envisage organism 
and behavioral responses (Demangeot & Broderick). 
United Kingdom 
Combining think-alouds with in-depth interviews, four dimensions of 
experiential intensity are found (context familiarity, product presence, visual 
impact and site-user understanding), and related to four perceptions of a 
shopping navigation, as an experience, a tool, an environment, and a dialogue 
between shopper and web site. When shopping online, consumers think like 
shoppers, not computer users. They want to feel in a familiar shopping context. 
They want to examine products closely and seek the sense of personal 
relationship and involvement induced by site-user understanding (Demangeot & 
Broderick, 2006). 
United States 
While a large number of consumers in the US and Europe frequently shop on the 
Internet, research on what drives consumers to shop online has typically been 
fragmented. This paper therefore proposes a fiarnework to increase researchers' 
understanding of consumers' attitudes toward online shopping and their 
intention to shop on the Internet. The framework uses the constructs of the 
Technology Acceptance Model (TAM) as a basis, extended by exogenous 
factors and applies it to the online shopping context. The review shows that 
attitudes toward online shopping and intention to shop online are not only 
affected by ease of use, usefulness, and enjoyment, but also by exogenous 
factors like consumer traits, situational factors, product characteristics, previous 
online shopping experiences, and trust in online shopping (Perea y MonsuwC, 
Dellaert, &Ruyter, 2004). 
United States 
Estimates of online sales by product categories reveal that certain types of 
products fare better than others. A few conceptual papers have offered 
frameworks to assess the compatibility of a product to online marketing and 
sales. These frameworks that are based on product characteristics could help 
explain the differences in the asymmetrical success of online retailing. This 
paper reports the results of an empirical study that investigated differences 
between Internet shopping intentions for products categorized by cost and 
tangibility. Analyses of data, collected through a mail survey from over 750 
respondents, show that intentions to shop using the Internet differ by tangibility 
of product. Reasons for this discrepancy are provided through an examination of 
salient and normative beliefs, along with implications for online merchants 
(Vijayasarathy, 2002). 
United States 
This study examines the influence of retail brand trust, off-line patronage, 
clothing involvement, and website quality on online apparel shopping intention 
for young female U.S. consumers. Data for this study were collected fiom 200 
young female consumers who completed an online survey. Participants were 
asked to select one of three pre-determined apparel retail brands that they have 
either had experience with or were familiar with. Respondents were then asked 
to keep their selected retailer in mind when completing the questionnaire and 
were also asked to briefly visit the retailer's website shopping for a shirt or 
blouse. Factor, correlation and multiple regression analyses were conducted to 
test our hypotheses. Retail brand trust, off-line patronage, clothing involvement 
and two factors of website quality (usability and information quality, visual 
appeal and image) were found to significantly influence online apparel shopping 
intention. Off-line patronage was the strongest predictor of online shopping 
intention. Implications for multi-channel apparel retailers were discussed based 
on these findings (Jones & Kim, 201 0). 
United States and China 
The results show that behavioral uncertainty and asset specificity are positively 
related to transaction cost, while convenience and economic utility are 
negatively related to transaction cost among US consumers and those in China. 
Dependability is negatively related to transaction cost among US consumers but 
not consumers in China. Transaction cost is positively related to willingness to 
buy online among US consumers and those in China. US consumers perceive 
less product uncertainty, behavioral uncertainty, asset specificity, dependability, 
as well as more convenience and economic utility than consumers in China. The 
implications of the results are discussed (Teo, Want, & Leong, 2004). 
United States 
The results indicate that perceived transaction inconvenience is the major 
predictor of shopping cart abandonment. The other predictors are perceived risk 
and perceived waiting time. Positive relationship was found between perceived 
transaction inconvenience, perceived risk and propensity to abandon the 
shopping cart. It was also found that propensity to abandon the shopping cart is 
negatively associated with the perception of waiting time (Rajjamma, Paswan, & 
Hossain, 2009). 
United States 
The results show that, while older online shoppers search for significantly fewer 
products than their younger counterparts, they actually purchase as much as 
younger consumers. Attitudinal factors explained more variance in online 
searching behavior. Age explained more variance in purchasing behavior if the 
consumer had first searched for the product online (Sorce, Perotti, & Widrick. 
2005). 
United States 
The results showed that attitude toward the offline store were a significant 
predictor of attitude toward the online store. In addition, search intention for 
product information via the online store was the strongest predictor of 
consumer's purchase intention via the online store as well as a mediating 
variable between predictor variables and purchase intention (Kim & Park, 2005). 
United States 
The findings suggested that there were distinct auction shopper segments based 
on adventure and gratification shopping motivations. Four cluster groups 
showed significant differences in demographic characteristics of age and gender, 
and psychographic characteristics of impulsiveness, variety-seeking tendency, 
and price sensitivity. The regression results provided information on predictive 
powers of selected variables (i.e., age, gender, impulsiveness, variety-seeking 
tendency, price sensitivity, and risk-consciousness) for different segments (Lee, 
Kim, & Lee, 201 3). 
United States 
Data from a sample of U.S. consumers are examined for gender-based 
differences in perceptions about factors affecting the perceived quality of online 
retailers. Seven electronic retailing (e-tailing) quality dimensions reliability, 
accessibility, orderingservices, convenience, product content, assurance, and 
credibility) are derived empirically using factor analysis. The researchers find 
that women place significantly more importance on assurance than do men. This 
dimension, dealing with privacy and security, is closely related to trust 
(Sebastianelli, Tamimi, & Rajan, 2008). 
United States 
The empirical results showed that consumers' privacy concerns partially mediate 
the effect of information privacy policy on e-tailer trustworthiness. These 
findings suggest that information privacy may play a dual role in shaping 
customers' perceptions of e-tailer trustworthiness: 1) indirectly - by informing 
customers about the intended uses for their personal information and thus 
reducing their privacy concerns and 2) directly - by serving as a signal of the e- 
tailer's integrity and general concern for customers' well-being. In -the study, 
more experienced online shoppers demonstrated lower privacy concerns and 
appeared to have a stronger response to the e-tailer's privacy policy than less 
experienced online shoppers (Bernard & Makienko, 20 11). 
United States 
The explosion of e-commerce activities required industry and academia to 
understand the key determinants of consumers' online repurchase intention. 
Researchers developed an integrated model by examining how utilitarian factors 
(perceived ease of use and perceived usefulness), the hedonic factor (perceived 
enjoyment), and social/psychological factors (confirmation, satisfaction and 
trust) directly or indirectly influenced consumers' continuance intention in the 
context of online shopping. Results fiom confirmatory factor analysis and 
structural equation model analysis with LISREL 8.72 indicate that both 
utilitarian factors and hedonic factors examined through this model provide 
statistically significant explanations of the variation in consumers' online 
repurchase intention. In the post-purchase stage, utilitarian factors play a more 
important role than hedonic factors in predicting customer online repurchase 
intention. The integrated theoretical framework explains 63 per cent of the 
variations in online repurchase (Wen, Prubutok, & An, 201 1) 
United States 
The students, in general, had positive attitudes toward shopping online for 
apparel products. ANOVA results showed that the students who intended to 
shop online for apparel products had more positive attitudes than those who did 
not have the intention. The GLM results showed that Internet usage, 
employment status, and car access had significant influence on students' 
attitudes toward online shopping for apparel products (Xu & Paulins, 2005). 
United States 
Consumer trust in an online retailer-was a significant predictor of perceived 
Internet confidence and search intention for product information via the online 
retailer. Search intention for product information via the online store and 
perceived Internet confidence were significant and strong predictors of 
consumers' behavioral intention toward the online retailer (Hahn & Kim, 2009). 
Results suggest that the level of interactivity and the amount of information 
provided by the web site had a significant effect on consumer satisfaction 
(Ballantine, 2005). 
Using AMOS, the results indicated that web site features affected the 4Es and 
three of the 4Es (entertainment, escapist and esthetic experiences) influenced 
pleasure andlor arousal. Pleasure, arousal, entertainment, and esthetic 
experiences had direct effects on web site patronage intention (Jeong, Fiore, 
Niehm, & Lorenze, 2009). 
United States 
The paper finds that participation and response of others on bulletin board or 
product review section have positive effects on the quality of WOM. It was 
revealed that the quality of WOM has positive effects on online trust, and online 
trust has positive effects on perceived usefulness, shopping intension and 
perceived ease of use. In addition, the results demonstrated that perceived ease 
of use and perceived usefulness have positive effects on shopping intention (Kim 
& Song, 201 0). 
Appendix 
You may be assured of complete confidentiality. Your information will be stored only to track survey completion. The 
data will be reported only in the aggregate and no individual win be identified. When the survey results are completed 
you will be given an opportunity to review them. This is part of a university study. 
1. About how much time were you on the lntemet yesterday? 
Estimate in hours or minutes. 
2. Please answer yes or no for the following questions 
Do you own a personal mpulen 
Do you have access to the Internet at home? 
Do you have a bank account? 
Do you have an ATMldebit card? 
Do you have a credit caw? 
Have you ever used Paypal? 
Do you have Wii Interne1 access? 
Have you ever paid a bill online? 
Yes 
0 
3. What, i f  any, products have you purchased from the Internet? (You may select more 
than one product. Please check/ tick all that you purchased. I f  you have purchased 









Gthers (please specify) 
4. On average, how often do you search for information for products online? 
0 Never 
0 About once a month 
0 A lew times a month 
0 A few times a week 
0 About once a day 
0 More than once a day 
5. About how many purchase have you made online in the last 6 months? 




0 more than 10 
6. About how often have you looked for any information productslsewices on the 
Internet in the last 6 months? 
0 Never . . 
0 Aboul once a month 
0 A few times a month 
0 A few limes a week 
0 About once a day 
0 More than once a day 
7. Please checkltik the most appropriate answer. 
Choose from among Strongly Agree, Agree, Disagree, Strongly Disagree 
D~sagree Strongly D~sagree 
I feelcorniwtabk using ontine snap 
I like to look for informallon about producls onllne. 
0 
Purchasing producls onllne is a good tdea 
0 




1 have fun looking around at onlne 




I do not need to ask pemirssion (from parentslothers) fa 
my purchase online. 
I have had good experiences shoppcng online. 
Shoppjng onllne Is convenient 
I would rather go to a real store to shop. 
I like Wklng lo a sales person ai a Sbra 
It is easy lo shop online 
I am expert in using the bternel. 
I like to shop with my friends 
I enjoy @ng to stores. 
Shopping online is enjoyable. 
Shopping online saves time. 
I probably w~l l  purchase producls online in the future. 
I th~nk shoppipg online is a good idea 
I intend lo do more shopping online in the future 
I have had bad experiences shopping online. 
I like what I purchase online to be private. 
I have a friend who shops onlne. 
I like to team about a product on line and then shop at 
the store. 
I can see myself purchas~ng online in Ihe fulure. 
I don'l think that online stores can be depended upon. 
I want lo try something before I buy it. 
I want my online information to be kepl private. 
I don'l want my personal online details to be shared 
with anyone. 
My privacy is important to me. 
I don't like b take unnecessary risks in life. 
Purchasing online helps me keep my Privacy. 
1 like a website that lwks good. 
I have excellenl English reading skills. 
- - 
I 1~x8 10 try on aomes at a store U V V 
I lnke e websrle WIUI lots of prlures 8- O O O 
8. What is your gender? 
0 Female 
0 Male 





10. What is the highest level of education you have completed? 
0 Did not attend school 
0 Primary school 
0 Some secondary school, but did not finish 
0 Finished secondary school 
0 Some collegelunivenity 
0 Graduated from mllegeluniversity 
0 Some postgraduate studies 
0 Completed postgraduate studies 
Other (please specity) 
11. What is your current student status? 
0 Full-time 
0 Part-time 
0 ~ o t  in school 
12. What is your age? 
13. If you have one, what is your profession? 
I w-1 




Other (please specify) 
9 
15. What is the name of your hometown? 
(The town in which you grew up.) 
16. If you are in college or university now, 
what is the name of your college or university? 
17. If you are in college or university now, 
where is your college or university located? 
(Nearest town or city) 
